Retail in large store-chains extended in well-developed countries. 465 
Introduction
In the last decades, the supermarkets' and hypermarkets' commercial activity boomed in a spectacular way: in all the twenty analyzed countries the retail-value was, in 2005, of 2 100 000 millions euros and it was still increasing after 2000 year, due to the promotional prices and the diversified supply (Hamson, 2006; Gauthier, 2004; Euromonitor, 2006) .
Retail in large store-chains extended in well-developed countries. 465 millions inhabitants express their supply on their markets; sales values evolution was an increasing one, between 2000 and 2005 year; the increase-sources were the promotional prices, as well as the European buyers' availability to respond to the supply's diversity.
Statistical methods applied in spatial data analysis were largely studied by Kangas, Leskinen and Kangas (2007) , Leskinen and Kangas (2005) , Rondinelli (1996) , BanaiKashani (1989) .
For a comparative analysis at territorial level, for different European Union's countries, we realized a multicriterial hierarchy, based on the two statistical indicators previously mentioned, and on other two general macroeconomic indicators: Gross Domestic Product (GDP) per inhabitant and unemployment-rate.
The main European Union's countries hierarchy based on the four criteria was realized by two statistical methods: the ranks' method and the relative-distance method from the maximum performance unit.
In the period before the European Integration, the Romanian retail commerce experienced an unknown development, a natural one, if we take into consideration the evolution rhythm of the economical and social systems in European countries, as well as in the entire world. In Romania appeared large hypermarket-chains and supermarket-chains, most of them being transnational companies that developed their own business in our country. Due to these commercial-units, the retail-value in Romania grew in a spectacular way, with more than 85% during 2000-2005 period, although from the retail-value per inhabitant point of view, we are far behind other European countries' level (graphic no. 1).
The number of retail-commercial stores had a similar evolution in the main European countries. The top-countries were France, Germany, Great Britain, Italy, while the recent joined European Union countries were situated at the opposite pole. (Graphic no.
2)
The number of retail-commercial units, as well as the sales-purchasing value in these units characterizes the commercial sector situation in a country. For a comparative analysis at territorial level, for different European Union's countries, we will realize a multicriterial hierarchy, based on the two statistical indicators previously mentioned, and on other two general macroeconomic indicators: Gross Domestic Product (GDP) per inhabitant (2004) and unemployment-rate (2004) .
Ranks' method
There have been attributed order-numbers (ranks) to the territorial units (countries), related to the each statistical indicators' value that was considered as a hierarchy criteria: the best performance unit -gets the first rank, the following unit -gets the second rank, and so on, until the last unit, with the worst performance -that gets the "n" rank. The sum of the ranks represents a score. The territorial unit with the minimum score is the one with the best performance, considering the 4 criteria (it has the final rank 1). As the score grows, so does the final range, until the "n" rank -assigned to the maximum score unit.
The results of the Ranks' method are: the best situated countries (according to the four criteria) are: Great Britain, followed by the Netherlands and Italy. On the following places ranked France and Germany. To the opposite places are situated the most disadvantaged countries (referring to the four criteria). They are the same countries that joined most recently the European Union: Slovakia, Bulgaria and Romania.
The ranks' method can be easily and quickly applied, but it has a disadvantage: it double-equalizes the differences between the territorial units, and replaces them with an arithmetic progression with ratio 1. So, a great amount of information is practically lost. 
The relative distance from the maximum performance method
The relative distance from the maximum performance method removes some of the ranks' method disadvantages, obtaining a clearer hierarchy of the territorial units. For each hierarchy criteria, we compute the relative distance of every territorial unit from the maximum level one. The distance is expressed by coordination-indicators whose values are less than 1. We then compute the geometric average of the coordination indicators, expressing the average distance at which a certain territorial-unit is situated, from a hypothetical one. The hypothetical unit is the one that obtains the maximum performance for all the criteria in the same time. Applying this hierarchy method, we obtained similar results to those obtained by applying the ranks' method. United Kingdom is the most well situated country (rank 1), followed by Italy, France and Germany. The last three countries, most disadvantaged were Bulgaria, Slovakia ad Romania. Italy realized 94% of the first ranked country's performance, while France and Germany realized 78-79%. The last countries realized only 10-15% of the maximum performance.
Conceptual considerations in European retail trade activity
We mention a few conceptual, theoretical specifications about shop-types in European space. Commercial retail units classify on some criteria (most times conventional), at regional, geographical level; these criteria are established by specific standards.
"Hypermarket" concept was first invented in 1966, by Jacques Pictet, the creator of a specialized shop LSA (Libre Service Actualités). In French acceptation, hypermarket is a discount-type store, with over 2500 m 2 sale-surface, of which 35% is dedicated to nonfood products. It is usually placed outside the cities or towns, and has one or at most two levels. The first hypermarket in France was built in 1963 (Carrefour), followed shortly after that by E. Leclerc and Landreau (1964) , Auchan (1967) , Cora (1969) and Géant Casino (1970) .
In an English definition, a hypermarket is a superstore that combines a supermarket and a departament store. It is an en-detail "giant" with a lot of food-products and general products. Its surface is between 14000 and 20000 m 2 , the proper places for a hypermarket are peripherical zones of cities or near them.
In Germany, a hypermarket is a giant retailing store, with a surface between 5000 and 15000 m 2 ; the products sold in a hypermarket are mostly food-products, but non-food products are important, too (30-40% of products). 
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Hypermarket or supermarket? From where and how much buy European inhabitants?
European buyers do their shopping in hypermarkets and supermarkets, in a great proportion. In 20 analyzed countries, there are over 6500 hypermarkets (according to the International Euromonitor) (with 27% more in 2005 compared to 2000) and over 75 000 supermarkets (at the end of 2005, with 2% more than in 2000).
In Romania, 11 years ago opened the first classical European supermarket; since then, urban population customs changed. Large store-chains became strong centers for buyers. As in the other European countries, the supply diversity, the supply volume and the promotional prices are the most important elements in attracting customers. Romania is far behind the other European countries, referring to the number of hypermarkets.
The purchasing value from hypermarkets, per inhabitant differs and depends on the number of hypermarkets, of demand-solvability and on buying-customs (Netherlands, Ireland and even Austria have less hypermarkets).
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In Bulgaria and Romania, the annual purchasing value from hypermarkets (for every person) is 14, respectively 16 euros , but there is hope that it will significantly increase in 2007, until 2010.
Many producers and distributors are asking themselves about the changes in European and Romanian retail-sector, beginning with January 2007. What will happen with the small shops, if the large store-chains extend all over the country? What will be the prices evolution in small shops, when near every big city there will be one hypermarket and 4 or 5 supermarkets? Will the increase of the sales-agent number be justified or not?
Euromonitor Agency predicts that the evolution of hypermarkets in the next years will be as follows: the number of these stores will increase (in some countries even significantly), some of the producers have to change radically their distribution strategies and some of their communications strategies. At the same time, the products must be modified, the price-strategies too. The stores will have a greater economic power, as they'll increase their negotiation capability.
Supermarket-type stores at European level
As in hypermarkets' case, the definition of a supermarket differs from one country to another. In Germany, a supermarket is a store with a surface between 400-800 m 2 ; in United Kingdom the supermarket is a self-service store, where food products and general products are sold, with lower prices, compared to other stores (for example: convenience store). They are one-level stores and are situated out or near the cities. In France, Belgium, Denmark, Spain and Italy, the specific law specifies that a supermarket is a retail store, with a sale-surface between 400-2500 m 2 , but with differences in each country. In Spain there are so-called large supermarkets (with a surface between 1500 and 2500 m 2 ).
In most of the former European Union's countries (15 countries), the number of supermarkets haven't changed a lot, in some countries it have decreased (Denmark, Finland, France, Germany, Netherlands) . In most of the cases, the decreases happened because of the extremely powerful competition and because of the domination (pressure) of large transnational store-chains. In many countries, the apparently high number of supermarkets (in Romania, too), is caused by the non-existence of a minimum standard specification in this store's definition.
According to the International Euromonitor 2006 predictions, the number of hypermarkets increases (but insignificantly) at European level, the rise will be of 3% in 2006-2010, compare to 2006 . The number of supermarkets will increase in 2006-2010 in a larger proportion (9% compare to 2006). The purchasing value in supermarkets will increase, too, especially in most recent European Union's countries.
Next, we applied the same hierarchy methods mentioned before for criteria referring to the retail-domain: number of hypermarkets and supermarkets, the purchasing value in hypermarkets and supermarkets per inhabitant in 2005 (table 4) .
The application-results of the ranks' method and the relative distance method are: on the top-places there were situated France, U.K., Germany, followed by Italy and Spain; on the last places: Slovakia, Bulgaria and Romania. The best situated countries, according Table 4 . Number of hypermarkets and supermarkets, the purchasing value in hypermarkets and supermarkets per inhabitant in 2005, in some European countries to the relative distance method was Germany; U.K. realized 70% out of Germany's performance, and Italy -58%. The last ranked countries realized only 2% out of maximum performance.
The proportion of supermarkets out of total number of retail commercial units, in territorial profile, in 2005, varied from 3-4‰ in ex-socialist countries, that recently joined the European Union (Poland 3,01‰; Hungary 3,6‰; Bulgaria 3,77‰) and almost 70‰ in Denmark, followed by Germany (54‰) and Sweden (52‰). In Romania, in 2005, only 5,75‰ out of total number of retail commercial units were supermarkets.
Regarding the hypermarkets' share in total number of retail units, this is even lower than supermarkets' share. It varied in 2005 from 0,03‰ (Ireland) and 0,05‰ (Romania) to 7,35‰ in Germany or 7,01‰ in Denmark
The ratio between the supermarkets' purchasing value and hypermarkets' purchasing value, in 2005 had a large variability from country to country. While in northern European countries (like Ireland or Netherlands) the purchasing value per inhabitant from supermarkets was 430 times greater, respectively 200 times greater than the purchasing value from hypermarkets per inhabitant, in Poland, Czech Republic and Hungary, the ratio was less than 1: the purchasing value from supermarkets, per inhabitant represented only 45% out of the one in hypermarkets. In most countries (in 15 out of 20 countries) the ratio was less than 1, the average purchasing value from supermarkets per inhabitant being greater than the one in hypermarkets.
